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Agenda

• CEO Welcome
• Introduction to Executive Team
• Consumer Connectedness and the Australian Retail Market
• Unlocking China
• Education and Expertise
• The Acquisition of Catalent Australia
• Questions
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Marcus C. Blackmore AM
Executive Director

Stephen Chapman
Chairman

Independent Director

Richard Henfrey
Chief Executive Officer
& Managing Director

Brent Wallace
Chairman of Audit & Risk Committee

Independent Director

Helen Nash
Chairman of People 

& Remuneration Committee
Independent Director

David Ansell
Independent Director

John Armstrong
Independent Director

Jackie McArthur
Independent Director

Introducing our Board



Richard Henfrey
Chief Executive Officer
& Managing Director

Jeremy Cowan
Chief Operations Officer
(commences July 2018)

David Fenlon
Managing Director 

Australia & NZ

Eyal Wolstin
Managing Director

BioCeuticals & Global Therapeutics

Peter Osborne
Managing Director 

Asia

Cecile Cooper
Company Secretary & 

Director of Corporate Affairs

Aaron Canning
Chief Financial Officer

Dr Lesley Braun
Director 

Blackmores Institute

Brett Winn
Chief Information Officer

Meet the Executive Management Team



Blackmores’ Strategic Focus

2017 - 2022
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Dave Fenlon
Managing Director Australia & NZ
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Consumer Connectedness
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Consumer Connectedness
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Our strategy is built around allowing Blackmores to navigate and 
create change, to get really personal and give experiential value 

propositions based on data driven insights.



Total Experience
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FX 
Medicine
Podcast

BioCeuticals DNA testing Education through HCPs/Pharmacists

FX Medicine

BI Education

Asia Symposium



Consumer Obsession
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Products that change
shoppers’ habits Personalisation that makes a difference

Blackmores 
Subscribe

Superkids
range

Website action plans

Probiotics

Asia beauty range Social media outreach
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Glocalisation

Fish Oil – Australia Fish Oil – Asia

Insight – Data Driven
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• Raymond Chan – Deputy Managing Director Asia
• Rosa Li – Marketing Director China
• Shaun Rutherford – Head of Export
• John O’Doherty – Head of Government Relations

China Update



“Opportunities multiply as they are seized” Sun Tze

China has emerged as Blackmores’ single 
most important overseas market
• A highly complex market in a state of constant change

• World’s most digitally advanced, socially active market 

• The cross-border e-commerce market continues to 
undergo rapid evolution – we have strong partnerships 
and a unique understanding of new opportunities

• We are well established to capture significant growth

• We are further evolving our strategy and building our 
structure, staff capabilities, operations, supply chain and 
governance

• An A$250 million business set for strong growth



The Big Get Bigger – Evolution of cross border e-commerce



Enhancing our Platform & Retail Partnerships

• Platforms requiring deeper account engagement with brands

• Evolving platform servicing models
– Flagship store purchasing and management
– Direct sourcing by some platforms requires direct account 

management model development
– Distributors and traders also having to evolve their roles

• Blackmores rapidly expanding our customer teams

• Awards for exceptional performance
– Tmall Global “100 Million+ Club of 2018” award at Super TG1000 

2018 Global Partners Summit, which is regarded as Oscar in e-
commerce

– Yunji Strategic Partnership Award 

• Alibaba strategic partnerships – Blockchain, IP protection

• Continued expansion in offline channels – Watsons, Mother & 
Baby Stores

Alibaba BlockChain Pilot Launch April 2018 



Winning with Kaola

Jul 2017

• Super Brand Day & 
85th Anniversary

• Li Na live stream 
• 1m unique views 
• Most viewed brand
• Joint PR conference 

with Kaola CEO

• Kaola Go Direct 
• Strategy partner
• Deepen relationship
• Investment efficiency
• Category management

Aug 2017

• D11 POS +481%
vs LY.

• Blackmores VDS 
No.1 brand on 11.12

Nov 2017

• Women’s Health 
Campaign

• Gained +20K new 
fans

Apr 2018

• Jul 17 – May 18
• Sell in more than 

doubled vs LY

May 2018



Winning with Tmall Global

Aug 2017
• Flagship Store Tmall

Partner transfer and 
relaunch within only 
one month

Sept 2017
• Deep co-operation 

on Blackmores 
Sydney Running 
Festival 

• Tmall offered 
national brand day

• Flagship store 
scan sales +700%

Nov 2017
• Singles Day (11/11)
• Blackmores Flagship 

Store surpassed last 
year’s performance 
in first 2 hours 
Flagship store 
scan sales +77%

Jan 2018
• Blackmores first 

Huanju Day 
• Deep cooperation 

with Tmall leveraging 
Australian Open

• Flagship store scan 
sales +100%



China’s ‘New Retail’ – Evolution Continues 

• Platforms are becoming retailers 
• ‘Bonded store’ model

– 3 pilot stores in Hangzhou
– Plans to expand to thousands of outlets across China

• QR code scan, pay via cross-border e-commerce (CBEC)
– 24 hour delivery, but …
– Aim to enable take at time of purchase 

…then it’s really just a normal retail store!
• Potential opportunity for health supplement category in 

China via broader availability of products
• Still plenty of challenges BUT this could be the leveller 

between CBEC and normal retail 
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Smart Retail – Blackmores China WeChat Store
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WOMEN’S
HEALTH

CAMPAIGN

Glorify the True lÉâ 



Insights to Engage



Social Influencers to Disrupt and Create Buzz 
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• Young idols from China’s 
hottest online singing show

• Loved by e-commerce 
platforms; high social appeal 
drives online traffic



Amplify through Targeted Media Partnerships
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Kaola.com Cooperation – 270% Increase in Daily Sales! 
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• 270% increase in 
daily sales

• 20,000 new brand 
fans



A highly successful campaign – but we’re not finished yet...

26Data source: Apr. Selected Equities & early data; campaign period Apr.16th – May 18th

• 160 million page views
• 83 million social impressions
• 94K increase in Blackmores Weibo & WeChat fans

• +28% value growth on Alibaba platforms in April
• 40% of sales contributed by female health products
• +1.2% share growth on Tmall Global in probiotics



• Taking a leadership approach by offering an 
industry first education platform for daigous
developed by Blackmores Institute

• An innovative platform offering education tools 
and resources to more than 40,000 daigous

• Access to 60+ Blackmores online assets 
including product fact sheets, condition videos 
and eLearning in both Mandarin and English

• Blackmores Education certificate for course 
completion

• Free online education this is mobile friendly so 
they can learn anywhere, anytime!

Blackmores Education for Daigous



Gift Store Activation
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• There are an estimated 1,200 gift stores in 
Australia 

• Trial commenced with pipeline into gift stores in 
Sydney and Melbourne

• Ability to influence the end consumer through 
daigous, tourists and consumer platforms in China 

• Regular sharing of Blackmores digital content

• Trade launch event and brand training for gift store 
owners and daigous



Positive Progress with Chinese Regulations
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Chinese Government key changes

China’s 19th Party Congress (Oct 2017)
• Xi Jinping policies written into 

Constitution – health a major focus

National People’s Congress (March 2018)
• Removal of term limits
• Major restructuring of 26 Ministries and 

Departments
• Establishment of National Health 

Commission



Positive Progress with Chinese Regulations
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Impact on Blackmores
• Streamlining China’s regulatory arrangements
• CFDA, AQSIQ, SAIC functions merged into 

single body
• Overlapping policy jurisdictions removed
• Simplifying customs processes

Overall
• Changes are positive for Blackmores
• Blackmores welcomes the strong focus on 

health and simplification of regulations 
• We continue to work very closely with Chinese 

Government
• Blackmores is a major supporter of China 

International Import Expo



Blackmores understands China…
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“When the wind of Change blows, some 
build walls, while others build windmills”

Traditional Chinese proverb



vbb Leveraging education & expertise

Associate Professor Lesley Braun
Director, Blackmores Institute 



Blackmores Institute:
Improving Public Health with Natural Medicine

Sharing 
knowledge, 
changing 

lives 

Research &
innovation

Nat med 
news & 
opinion

Website & 
social 
media

Media 
response
internal & 
external

University & 
professional 
association 

scientific  
liaison 

Sales force
& staff

education 

Education
external



Deepening Engagement across the Asia-Pacific Region 

Harnessing technology to extend and 
scale-up online learning opportunities

Blackmores Academy
1

Two tiered approach, global and local 
research programs

Research Strategy
4

Such as Tsinghua University to 
improve health literacy

University Partnerships
5

2 CM training supported through education 
programs in Malaysia, Thailand, 
Singapore and Australia

Accredited Pharmacy Programs

3 In Chinese markets – to respond to large 
e-commerce interest and daigou influence

Extending Education to Consumers  



Global research program and partnerships 



ResearchResearch

Existing 
products
Existing 
products

Next 
generation 
products

Next 
generation 
products

New 
insights 

New 
insights 

New 
products 

New 
products 

Research – Playing on the World Stage 

• Partnerships to develop, test and bring to market unique, 
effective, safe, natural health solutions for better health

• Developing and testing next generation formulas 
– Looking at world trends in VDS ingredients and 

delivery systems 
– Population demographics, health care systems, 

consumer needs and interests
– Opportunity windows to fill medication gaps 

• Utilising research partnerships across the globe 
– Universities
– Start-up innovation groups
– Global companies with extensive R&D labs and capabilities
– Open innovation model



Australian research shows
• Consumers look to their pharmacist for advice about CM:

• 92% thought pharmacists should provide safety 
information about CMs 

• 90% thought they should routinely check for interactions 
• 87% thought they should recommend effective CMs

• While pharmacists have a basic knowledge of CM, there is a gap 
in knowledge and confidence

• Research from Thailand and Malaysia confirms similar results 

Customers want insight and advice from Pharmacists about the 
best treatments for them

Pharmacy is a key point of 
purchase for CM 

There is a need for specialised
education, focusing on 

evidence-based CM

The Need for Pharmacist Education



Importance of Bespoke Education for our Markets

China 

Main Channel: 
E-commerce

Education focus: 
Consumer education

Social media health communications
and daigou e-learning

Main Channels:  
Grocery & pharmacy

Education focus: 
Pharmacists & retail 

assistants

In store via online delivery,
face-to-face events and training

Main Channel:  
Pharmacy

Education focus: 
Product advisors

In store via online delivery,
face-to-face events and training

Australia Indonesia



High quality online natural medicine education

• Business enabler – authority in natural health

• Improves quality recommendations and advice about our brand 
proposition and products or services

• Differentiates us from other VDS companies

• Customers learn anytime, anywhere, on any device

• Four languages: English, Mandarin, Bahasa Indonesian, Thai 

Importance of bespoke education for our marketsOur Solution



Our Solution: CMEd Accredited Pharmacist Education 



The Need for Consumer Education 

Market research shows: 

• Education can be used to engage online 
shoppers and instore customers  

• Increases trust in the brand, loyalty and 
customer satisfaction

• Improves the customer experience

• Helps to improve natural health literacy



Tsinghua University Partnership: 
Helping improve natural health literacy in China

The value of a quality university partner

Why Tsinghua

Why Health Communications via journalist program

• Tsinghua University No. 1 in China and top 25 internationally 
• Shared interest in public health and educating society
• Very prestigious and influential with strong ties to government and 

policy makers 

• Leverage Blackmores Institute’s knowledge of natural health to 
encourage the promotion of evidence-based natural health 
information

• Promote credible, evidence-based reporting of natural medicine
• The aim is to improve consumer health literacy around important 

public health messages such as women’s health and the Healthy 
China Policy 2030



vbb Operational Fitness

Blackmores’ manufacturing strategy and 
the acquisition of Catalent Australia



Overview of Catalent Australia

44

• Announced plans in April to acquire 100% of Catalent 
Australia, including the manufacturing facility in Victoria 

• Total acquisition cost of AUD $43.2 million, fully debt funded 
and positive impact on EPS from year one

• Completion by 31 October 2019

• 265 employees 

• Blackmores has a 30-year relationship with this facility

• 30,756m2 – manufacturing facilities, buildings and land 

• Halal compliant, TGA and international regulator certified

• Ability to deliver up to 50% of Blackmores’ manufacturing 
requirements for softgel capsules and solid dose tableting

• One of Blackmores’ top two suppliers based on quality audits



Strategic Rationale

• Ensures Blackmores products remain Made in Australia

• Vertical integration giving Blackmores greater control over 
production

• Increased agility to respond to changing market conditions

• Furthers Blackmores quality and R&D program

• Protects Asian business with significant number of product 
registrations associated with the facility.  Product 
registrations in Asia are of increasing importance

• Greater control over intellectual property

• Furthers direct ingredient sourcing capabilities

• Opportunity to deliver operational efficiencies by 
configuring the site for Blackmores products
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Thank you
Please join us for lunch

Campus Tours starting at Reception in 15 minutes


